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With the global economy developing to an orientation of regional integration, 
especially with the development of science and technology, the fast development and 
application of Internet and the coming of the society of information since the 90s of 
the 20 century, the pace of economic globalization has been greatly expedited. In the 
global economical environment and with China entering WTO, the strategy of 
globalization has become one of the most important strategies for various 
governments and enterprises to seize the international market, and the tendency of 
economic globalization has been increasingly strengthened. Under the background of 
economic globalization, the supply chain management has developed into the 
management of global supply chain. The global supply chain is a congregation of 
enterprises (international enterprises) in a business relationship of supply. Different 
enterprises have different cultural background. If there is not a common recognized 
cultural basis, the different cultures might conflict and clash one and another, which 
could effect the efficiency and effectiveness of the supply chain management. The 
objective of this paper is to discuss the important influence of retailing culture on 
constructing the core competition of retailing enterprises under the condition of 
globalization of retailing supply chain.  
First, retailing culture has the important characteristics of core competition. As 
the unique information technology, the operation management and the channel of 
buying or marketing ability, core competition is a unique capability which can not be 
imitated. Once the unique enterprise culture is formed, it is difficult to be imitated by 
other competitors and enterprises, thus it determines that retailing culture has the 
characteristics of core competition. Retailing culture can improve employee’s 
enthusiasm and creativity internally, and can enhance the brand image of the 
enterprise externally. There won’t be core competition if there isn’t unique and 
excellent retailing culture.  
Second, under the economic globalization, the international operation of 
international retailing enterprises is increasingly prevailing. What retailing enterprises 
should face in overseas operation is a multi-national and multi-cultural social 
environment, and the intercultural difference is the background for retailing 
enterprises to develop their intercultural management. According to different cultural 
types in various countries, the strategies which can be adopted in intercultural 
management are: localization, intercultural training, cultural compatibility, cultural 















competition of international retailing enterprises. To maintain the core competition, 
international enterprises should recognize the existence of cultural difference, manage 
the cultural difference, harmonize the relationship with suppliers and customers, 
regulate behavior and value of the members in sales channel by using its own culture 
so as to effectively relax and avoid conflict in sales channel.  
Third, the retailing supply chain is a netting cooperation alliance connecting 
suppliers, manufacturers, shippers and retailers. The cultural difference among 
enterprises determines the necessity of cultural communication, even cultural conflict 
in supply chain. Emphasizing cultural penetration and integration plays an important 
role in improving the performance of the whole supply chain. This paper put forth 3 
models of cultural integration: cultural assimilation, cultural innovation and cultural 
reservation. To treat the cultural difference in the intercultural retailing supply chain, 
international retailers can adopt different brand strategies, employee management 
strategies and different retailing strategies according to different regulations in various 
countries to improve the performance of supply chain.  
Finally, the relationship between retailing culture and core competition is 
discussed in this paper. A case study is based on Wal-Mart’s culture, the viewpoint 
that retailing culture is the core competition of retailing enterprises is demonstrated in 
this paper. The influences of successful culture on the core competition of retailing 
enterprises mainly manifested in the following aspects: 1. Help enhance the 
enterprise’s image; 2. Strengthen the coherence of retailing enterprises and cultivating 
team spirit; 3. Help strengthen the learning and innovation ability of retailing 
enterprises. 
With our Country entering WTO, it’s easier for foreign enterprises to enter 
Chinese retailing market. The globalization degree of internal competition in China 
becomes more intense and incandesced. Moreover, this paper gives a rough discussion 
about how to foster enterprise culture, construct core competition and how to adapt to 
different cultures in the international operation for Chinese retailing enterprises. 
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第一章  前  言 
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第一章  前  言 
一、经济全球化促进零售供应链全球化 
一般认为，全球化(Globalization)的概念 早是由美国经济学家 T·莱维特













































































Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
